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STORES NEAR SCHOOLS



Code Mass Regs. Title 940:
§§21.01-21.07; 22.01-22.09 (1999)

Ban on outdoor cigarette and
smokeless advertising within 1,000
feet of schools, public playgrounds
and parks with playgrounds

Massachusetts




Was there a concerted industry threat?



1994 Report of the Surgeon General

Chapter 5: Tobacco Advertising & Promotional Activities

1. Young people exposed
to point of sale displays,

.' Preventin distribution of specialty
Tobacco Use ,

Among Young People Items

A Report of the

e 2. Affects youth

| perceptions; advertising

' increases risk of smoking

C . 3. 1998 MA Operation
i Storefront: 1 )2 times the
amount of advertising

1,2: 1994 Surgeon General’s Report near SChOOIS

3: http://www.tobaccocontrol.neu.edu/TCU/tcu05.3/features/supreme_court_sides.htm#1
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Lovato, et al., 2007: Canadian Journal of Public Health

Purpose:

1. Describing the prevalence of retail
promotions and advertising in school
neighborhoods

2. Compare the prevalence of retail
promotions and advertising between
schools with high and low smoking
rates
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Lovato, et al., 2007: Canadian Journal of Public Health

Purpose:

1. Describing the prevalence of retail
promotions and advertising in school
neighborhoods

2. Compare the prevalence of retail
promotions and advertising between
schools with high and low smoking
rates

Methods:

* Cross-sectional study

* 81 randomly selected schools

e 22,318 students (10t/11% grade)
* 5 provinces

e Student questionnaire
e Store observations within 1 km
radius (n=487)
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Lovato, et al., 2007: Canadian Journal of Public Health

LOW PREVALENCE HIGH PREVALENCE
Ave: 15.2%, N = 41 Ave: 26.9%, N=40
//’ \\\ //’ \\\
/ N\ / \
/ \ / \
/ \ / \
/ \ / \
/ 15.2% ‘\ / 26.9% \\
: SCHOOL I : SCHOOL |
| ! | ) '
\ b [’ \ —— :3, Il
\ t:::) \ Y
\ / \ —3 /
\ / \ /
\ / \ /
Does. the retail envirohment around.the schools djffér?
” ~
-

~
- ~
~ e s "f\ﬁc-. lVﬂ



N
"’l‘t.{/‘

Lovato, et al., 2007: Canadian Journal of Public Health
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Lovato, et al., 2007: Canadian Journal of Public Health
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Lovato, et al., 2007: Canadian Journal of Public Health

60
50
40
30
20
10

In Store Promotions (%) *

55.5

35.6

H

Low

High

50
40
30
20
10

Price per Cig (cents) *

40

-

30

Low

High

40

30

10

Gov't Health Warning Signs (%)

*

30

20 -

11.2

Low

High




Lovato, et al., 2007: Canadian Journal of Public Health
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Henriksen, et al., 2008: Preventive Medicine

Purpose:

Examine the density of tobacco
outlets and retail cigarette
advertising in high school
neighborhoods and their
association with school
smoking prevalence.




Henriksen, et al., 2008: Preventive Medicine

Purpose:

Examine the density of tobacco
outlets and retail cigarette
advertising in high school
neighborhoods and their
association with school
smoking prevalence.

Methods:

Cross-sectional study
135 California high schools
24,875 students (10th/11t

grade)

Student questionnaire
Store observations within
% mile radius (n=384)
Retailer licensing list



Henriksen, et al., 2008: Preventive Medicine

NONE LOW (1-5) HIGH (>5)
(n=45) (n=43) (n=47)
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s retailer density associated with smoking prevalence?



»
~ y
S 3 L
o,
1
v,

”Lr.{"‘

Henriksen, et al., 2008: Preventive Medicine

Urban Environment:

Current Smoking Prevalence (%) The prevalence of

16 15.1 current smoking was
1 s 13.6 3.2 percentage
12 ' =" points higher at
0 ———a schools in
/

8_—

neighborhoods with

R — the highest tobacco
4 outlet density (>5

2 | outlets) than in

0 - . ' neighborhoods

None Low Density (1- High Density without any tobacco
5) (>5)

outlets.



Was there a concerted industry threat?
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March 13, 1984

D. C. Hunt
M. E. Sheshan

Project DB Sales Objectives

objective of Project DB is as follows:

To offensively take share from Marlboro by capitalizing
on the price sensitivity of younger adult smokers.

two key Sales issues facing Project DB are as follows:

e Price:

- Objective: Effect desired price strategy at retai

March 13, 1984

Project DB Sales Objectives

|
Objective ... to take share

from Marlboro by

capitalizing on the price
sensitivity of younger adult
smokers.

- Issue: Assuming DB wishes to pass on a 15¢ per pack

savings to the smoker, what would DE's wholesale
price nead to ba.

e Targeting Younger adult Smokers:

- Objective: Minimize RJR cannibalization and maxim
younger adult share opportunity.

- Issues:
-= Targeting distribution te younger adult ocutl

—-= Targeting in-store advertising and promotion
programs to younger adult outlets.

=, the above represent the key Sales issues on DB, and issu

need to be resolved short-term, I've attached some key

a+ions associated with these issues and would appreciate
eipt of your thoughts by March 21.

Maximize share
opportunity (by)...

-- Targeting distribution to
younger adult outlets

-- Targeting in-store
advertising and promotion
programs to younger adult
outlets

- | Bates No: 503639713




R.G. Warlicx
Division Manager g J ft':

April 5, 1990

TO: ALL AREA SALES REPRESENTATIVES
SALFES REPRESENTATIVES
CHATIN SERVICE REPRESENTATIVES

SUBJECT: YOUNG ADULT MARKET SIS ACQUUNT GROUPING

ftadies and Gentlemen:

Due to a revision in the definition of what is a Retail Young Adult Swoker
Retailer Account, you will be required to resubmit again your list of Y.A.S.
accounts in your territory utilizing the scroll masters. The criteria for you
to utilize in ideptifying these accounts are as follows:

(1) All package actiom callg located across from, adjacent to are in the
general vicinity of the High Schools or College Campus. (under 30 years of age)

(2) The majority of package actions accounts would qualify in such towns as
Nermman, CK.

You should identify each of the selected accounts in the left margin on the
account scroll list as a:

YAl - High volume package action accounts where you would nommally sell 60
units plus of our package preomotions program.

YAZ - High volume package action accounts where you would normally sell 20
wit plus of our package prawoticns program.

Please do not take excessive time in campleting this list and ::ely.solely
upon your knowledge of your territory. Please camlete this list immediately
upen receipt and mail back to the Divieion Office.

Your timely follow through is most important.

Sincerely, -
P et

~_R.G. Warlick

April 5, 1990

Young Adult Market

SIS Account Grouping

... resubmit your list
of Young Adult
Smoker accounts in
your territory... the
criteria to identify
these accounts are as
follows:

(1) ...general vicinity
of High Schools
or College
Campus

Bates No: 508082544



Civil Action: Sullivan vs. RJ Reynolds

Memo") to the Sales Reps regarding the Young Adult Market. The
McMahon Memo gave the Sales Reps 12 days in which to denote the
stores in each of their assignments that were heavily frequented
by young adult shoppers. The January 10, 1990 memo said, "those
stores can be in close proximity to colleges or high schools or
areas where there are a large number of young adults freguenting
the store." The purpose of the exercise, Defendant McMahon said,
was to identify those stores where they would try to keep premium

(promotional) items in the store at all times.

The purpose of the exercise, Defendant McMahon
said, was to identify those stores where they
would try to keep premium (promotional) items in
the store at all times .

Bates No. 519791991
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Tobacco Critics See a Subtle Sell to Kids |

By MICHAEL J. MCCARTHY
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=A new Wisston Cup newsletter, pub-
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smoke started before they were 21 m.mmmmmm " | and insensitive to deny that they are trylng Bl critics say the subtleness of the

recent years, but the Gallup Youlh Survey, | 10 2ppeal 1o young people.”™

an independent study of children's behay- '
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Code Mass Regs. Title 940:
§§21.01-21.07; 22.01-22.09 (1999)

Ban on outdoor cigarette and
smokeless advertising within 1,000
feet of schools, public playgrounds
and parks with playgrounds

Massachusetts

How did the industry respond?
Did they fix the problem?



United States District Court: Boston, MA

(N =Reynolds

versus Massachusetts

Reilly, MA Attorney General
l | S I December, 1999

. Altadis




Round 2: United States Court of Appeals

N =iReynolds

versus Massachusetts

Reilly, MA Attorney General
l | S I July, 2000

. Altadis




Round 3: Supreme Court of the United States

SUPREME COURT OF THE UNITED STATES

Svllabus

LORILIARD TOBACCO CO. ET AL. v. REILLY, ATTOR-
NEY GENERAIL OF MASSACHUSETTS, ET AL.

CERTIORARI TO THE UNITED STATES COURT OF APPEALS FOR
THE FIRST CIRCUIT

No. 00—3596. Argued April 25, 2001 —Decided June 28, 2001*
@Q&ynoidsm
versus

U S T Altadis Reilly, MA Attorney General

Massachusetts




Tobacco Industry Analysis on Impact of 1,000 Ad Ban on Cities

Boston

1,000 Foot Buffers Around School Property and Parka/Playgrounds

] Possible Arens For Ousdoor Advertising

B Residential Zones

EE Other Arees Unvallsble for Advertising
(®.g. cometeries, colieges)

. 1,000 Foot Beffers Aroond Schools snd PrrksPlaygroumnds

l ParisPlaygrounds i

[l 5ciwed Property

nﬁ

-

S0696598

Manhattan

1,000 Foot Buflers Around Schoeol Property and Parks/Playgrounds

|

P[] Passible Areas Far Outdoor Advertising
. Residentinl Zones
= [ Other Avass Upsvailsble for Advertising
(e-5- cametaries, colleges)
. 1,000 Foot Buffers Around Schools and ParksFlaygronads

[ FurkePlaygroends
Bl Schoot Property
- E Miles
a —
1] 2 3 4




Tobacco Industry Analysis on Impact of 1,000 Ad Ban on Cities

FDA Advertising Ban
LAND AREA BAN AREA
' (in square miles) (percent of Land Area)
' 1My Bam  104WF Ban+
City Square Mi. | 1(4M)° Ban* 100 Ban+** Pel* | o
Atlanta 132 113 116 85,25 B7.4%
Boston 47 39 43 §2.0% 00, (%
| Brooklyn 0 G a7 91.0% 95.3%
Chicago 228 173 19 T6.0% 83.7%
Cleveland 77 53 58 68 4% T58.3%
Denver 154 [ 133 137 B6.0% BE.E%
| Detrait 138 110 118 79.4% 85.1%
. Los Angeles 472 371 3ER TH.6% 22.2%
Manhattan 23 20 22 BR.4% - 4. 8% |

Schools Schools &

Parks/Playgr
ounds



Round 3: Supreme Court of the United States

SUPREME COURT OF THE UNITED STATES

Svllabus

LORILIARD TOBACCO CO. ET AL. v. REILLY, ATTOR-
NEY GENERAIL OF MASSACHUSETTS, ET AL.

CERTIORARI TO THE UNITED STATES COURT OF APPEALS FOR
THE FIRST CIRCUIT

No. 00—3596. Argued April 25, 2001 —Decided June 28, 2001*
@Q&ynoidsm

US T: Attadis

June, 2001

versus Massachusetts

Reilly, MA Attorney General




U.S. Supreme Court Allows Tobacco Advertising

Near Schools, Playgrounds
June 27, 2001

News Summarnry

+| share ZE] Email IEI Print Iﬂ?ﬁubicribe

The LIS, supreme Couit has ruled that federal [aw pertaining to
cigarette advertising blocks any parallel state regulations, Reuters
reported June 28.

The ruling was made in response to a case invalving regulations in
Massachusetts that limit public display oftobacco products near
schools and playgrounds.

I weriting far the court majarity, Justice Sandra Day Q'Connor also
said that outdoor and point-of-sale adverising restrictions for
smokeless tobacco and cigars vialate free-speech rights, but sales-
practices regulations for all tobacco products were constitutional.



Supreme Court: Need for more tailored policy

In some geographical areas, these regulations would constitute
nearly a complete ban on the communication of truthful information
about smokeless tobacco and cigars to adult consumers.... the
Attorney General did not seem to consider the impact of the 1,000-
foot restriction on commercial speech in major metropolitan areas.
...the effect of the Attorney General’s speech regulations will vary
based on whether a locale is rural, suburban, or urban. The
uniformly broad sweep of the geographical limitation demonstrates a
lack of tailoring.

Sandra Day O’Connor Opinion

Are 1,000 foot ad bans no longer a possibility?



2009 FDA Tobacco Control Act

 FDA now has authority to regulate marketing and
promotion of tobacco products

I1. Restrictions Under Consideration

DEPARTMENT OF HEALTH AND

HUMAN SERVICES example, we are considering

narrowing the distance

Food and Drug Administration to 350 feet (approximately one city

21 CFR Part 1140 block) for smaller advertisements that
are not as prominent. Under this
[Docket No. FDA-2010-N-0136] approach, the restrictions would limit
RIN 0910-AG33 advertising near schools only, rather
than schools and playgrounds.
Request for Comment on

Implementation of the Family Smoking
Prevention and Tobacco Control Act

13242 Federal Register/Vol. 75, No. 53/Friday, March 19, 2010/Proposed Rules
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Luke, Ribisl, Smith, Sorg, 2011: American Journal of Preventive Medicine

Advertising Restriction GIS Study

Purpose:

 Examine how Tobacco Control Act rules banning outdoor
tobacco advertising near schools and playgrounds would
affect tobacco retailers in two states:
— New York (17,672)
— Missouri (4,730)

 FDA is considering advertising ban distances ranging from 350
to 1000 feet, and the differential impact of these is estimated.



Will this mostly ban advertising in large urban areas?

St. Louis, Missouri Manhattan, New York

Luke, Ribisl, Smith, Sorg, 2011: American Journal . '
of Preventive Medicine '

B
J .‘ 00204 08 12
- 'ﬂ' LA L]
( o .
\ )
) 0 : Boo .
’/’\.\ . P -‘,.‘ls.. L) v’ : > .
| ® o gem NGy U5 e
- e &8s o 0 . . s
J =~ $ @3
_aatt . ; ° O *
[ @D e ~ - =
’ Yy - ? . ')‘ f
\ SR =0 1es
o SV BR eaeT
o & 3 .‘.. ;v‘ ‘..
, p & .
. . T es
* ‘ » 28 ® Retailer
| o .'* L i B School parcel
1 ‘-'\/ 1000-ft school buffer
f BﬂJ I Local park
L 1000-ft park buffer

Miles

Figure 1. Map of tobacco retailers and advertising restriction buffers for St. Louis City and County and Manhattan



Impact varies by location, size of boundary

Total number of
retailers
Retailers affected
by:

All Schools

Public Schools

Non-public
schools

Local Parks

All Schools and/or
Local Parks

St. Louis New York City
1000 ft. 500 ft. 350 ft. 1000 ft. 500ft. 350 ft.
1,229 1,229 1,229 8,311 8,311 8,311
351 138 82 6,535 3,621 2,425
(28.6%) (11.2%) (6.7%) (78.6%) (43.6%) (29.2%)
238 96 54 5,499 2,668 1,780
(19.4%) (7.8%) (4.4%) (66.2%) (32.1%) (21.4%)
156 56 29 3,514 1,421 816
(12.7%) (4.6%) (2.4%) (42.3%) (17.1%) (9.8%)
267 113 71 1,555 618 449
(21.7%) (9.2%) (5.8%) (18.7%) (7.4%)  (5.4%)
534 245 151 6,762 3,948 2,738
(43.4%) (19.9%) (12.3%) (81.4%) (47.5%) (32.9%)

Luke, Ribisl, Smith, Sorg, 2011: American Journal of Preventive Medicine
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Statewide esuls- proportion of rtailers
affected by 1,000 ft. outdoor advertising bans

Missouri New York

Luke, Ribisl, Smith, Sorg, 2011: American Journal of PreventiveMedicine o cctuures ors/
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Recommend: 1, OOO foot buffer everywhere

v’ Remove between 592,000 and 1.5 million pieces of
advertising nationwide

v' Meet Healthy People 2020 goal:

v" Reduce the proportion of adolescents and young
adults grades 6 through 12 who are exposed to
tobacco advertising and promotion

‘ Healthy People \

2020

Luke, Ribisl, Smith, Sorg, 2011: American Journal of Preventive Medicine



Other bans within 1000 ft of schools

1,000 ft. buffer
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Focus on SALES?
Instead of Advertising?
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Home = News Releases =

County of Santa Clara Passes Landmark Tobacco
Ordinances

Measures to Prevent Youth Smoking and Protect Against Secondhand Smoke
Exposure Among the Most Comprehensive in the Nation

SANTA CLARA COUNTY, CALIF. - Today, the County of Santa Clara Board of Supervisors passed three new
ordinances for tobacco control that will require licensing of tobacco retailers, ban smoking inside multi-unit
residences, and strengthen other protections against secondhand smoke. The comprehensive measures make
Santa Clara County one of the most aggressive jurisdictions in the nation in preventing youth tobacco use and
protecting residents from secondhand smoke.

*The residents of this county deserve strong policies to safeguard their health,” said President Ken Yeager, who
brought the ordinance to the Board of Supervisors. "These ordinances make Santa Clara County a national
leader in blocking tobacco sales to minors and protecting residents from secondhand smoke.”

The Smoking Pollution Control Ordinance (Ordinance No. N5-625.5) and the Multi-Unit Residences Ordinance

The ordinance will also ban any new retail outlets in the unincorporated
areas of the County from selling tobacco if they operate a pharmacy or are
located within 1,000 feet of a school or within 500 feet of another tobacco
retailer.

Santa Clara County's Tobacco Retailer Permit Ordinance would reguire all retailers in the unincorporated areas of
the County to obtain and maintain an annual permit to sell tobacco products. Retailers would pay a one-time



Home > New Orleans Metro Real Time News

New Orleans City Council bars tobacco sales near
schools

Published: Friday, July 24, 2009, 7:24 AM Updated: Wednesday, October 14, 2009, 7:12 PM

By Bruce Eggler, The Times-Picayune

i Follow
rRecommend [ 2 people recommend this. Be the first of your friends. Comment <44 &y Share
3 Tweet O o5 Emai
g +1]/ 0 = Print

The New Orieans City Council voted unanimously Thursday
to limit the sale of tobacco products within 300 feet of
churches, schools, playgrounds, public libraries and any sites
offering "structured, organized care for youth."”

The measure does not affect any businesses already selling
tobacco, but it says no new tobacco retailers will be
permitted in the affected areas.

Chris Granger / The
Times-Plcayune

Councilwoman Stacy Head, sponsor of the ordinance, The New Orleans City Councll, pictured here
originally had wanted to make the ban apply within 1,000 In December 2008, voted to stop tobacco
feet of churches, schools and the other specified sites. She ?&ﬁﬁgﬁtﬁﬁ:ﬂzgﬂuﬁ::ﬁiﬁ'cicr:mf]‘lﬁ
said she agreed to reduce the distance to 300 feet, or about  Youth.”

one city block, because administration officials told her the

ban would be easier to enforce if it mirrors the provisions of city laws restricting alcohol sales

near churches and schools.



STRATEGIC IMPORTANCE OF THE
RETAIL ENVIRONMENT



Until FDA, Few Regulations

* Cigarette advertising venues have been restricted
o “Broadcast Ban”: No TV, radio ads
* Master Settlement Agreement
* Banned billboards and limited sponsorships
* No retail provisions other than ban ads > 14sqr feet




Tobacco Industry Marketing

Total Tobacco Marketing & Promotional Spending
1999 to 2008: $120.1 Billion

M Point-of-Sale: $110.5 billion
® Other: $9.6 billion

Source: Image: Deadly Alliance Report, Campaign for Tobacco Free Kids, American Heart
Association, Counter Tobacco; Data: Federal Trade Commission Cigarette Reports




81% Increase in POS Marketing Spend: 1998 to 2008

Retail Environment Spend (S Billions) Includes, for cigarettes
12.0 and smokeless:
v Advertising and
9.8 . .
10.0 price discounts
v" Promotional
8.0 — allowances to
retailers,
wholesalers and
others
v Coupons
v’ Retail valued added
(bonus and non-
bonus)

dn
~

6.0

4.0 -~

2.0 A

0.0 -

1998 2008

Source: Federal Trade Commission and Deadly Alliance Report, Campaign for Tobacco Free
Kids, American Heart Association, Counter Tobacco; Data: Federal Trade Commission Cigarette

—Reports
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Price Discounts

»




Ads Near Candy
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WARNING: This
product is not a
safe alternative
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Ads Near Candy

Full of flavor!

Full of pleasure!
teon -Mhenthol
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Pleature tastes oreat in
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W Quick Poll

How many of you have done store audits?

What form did you use?




STORE AUDITS:
SYSTEMATIC OBSERVATION OF
ADVERTISING AND MARKETING



Store Audits: Tool for Policy Advocacy

* POS policy change requires empirical evidence of
‘current situation’:

1. Conduct store audit
d  Amount, type of advertising
d  Promotions
d  Product availability
d  FDA or minimum price compliance

Publicize results in reports and earned media
Advocate for policy change

3.
L Licensing or licensing plug-ins ‘. COUNTER
." TOBACCO




Operation Storefront operation Storefront Data Collection rem

First Actiwvity

Date: Teens:

Stare:

County:

¢ Store type Stare type (cheok onel:
Exterior advertising B Cummes B Gele BB e
* Access to cigarettes ieet dotiviny: Outoide Survey

Standing outside the store, carefully look at the stees's visible windows, walls, outside areas,
a n d S m O ke I e S S cte. Chanees are, there are lots of signs and advertising, There ase several types of ads for
cgarciies, smokeless tebacen, and other whaceo products you might see, such as bome-made
signs, professionally prodused posters or signs advertising specific brands, neon sigrs, small
rand steckers an the door or mini-hallboands on the stores property. Record the type and

to ba CCO brands of the vistble whaceo ads bebow:
* Interior advertising

Store-made tobeoco signs or ads
Prodessiooa] 5i.311|.crr acls, army sisn:

(rher tohacco promotans or ads
ﬁ:Emki:g 5'£n' X, 2Oy Kz
Minimram-age Calioes . W o or Gk 207

Flease note where the sipns are located [gas pump, windews, outvide peles, erc):




www.StoreALERT.org

* Store type

* Number of registers
* Exterior advertising
* Functional objects
* Tobacco placement
* Industry shelving
 Movable displays

Overall SCORE

Héred many cish regiatara?
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® COUNTER -
Q’ ToBacco custom Store Audit Form

* |n testing now

e Captures changes in tobacco product mix, advertising
* No longer one-size-fits all

* Modular “Build-a-form”:

0O NOUEWNRE

Core items

Interior & exterior advertising
2009 Tobacco Control Act/FDA Compliance
Price promotion/minimum price compliance
Little cigars/cigarillos
Dissolvable tobacco
Menthol

Flavored tobacco

& iPad 3




0‘0 COUNTER

% T0BACCO Custom Store Audit Form

<y

Coordinator Team Member

e Creates teams e From map, selects
store

e Completes store
audit, uploads
photos

e Creates forms

e Assigns stores to
teams

e Sends maps to teams
\ _J \ _/




0‘0 COUNTER

” TOBACCO Store Audit Center

OASHBOARD MY TEAM STORES AUDIT FORMS CAMPAIGNS

My Account Logout

:- to add siores ; v Create y \ " i "Ews
PROGRESS Test News Story

Summary goes here

Yo

our team, Alllson's Team, has staried 1 campalgn and performed 0 audits. Thanks!

Crwergll, D teams totaling 19 members have staried 10 campalgns and performed 39 audits.

COMMON TASKS

My Team Audit Forms

+ Add a new memioer « Create a new form
e G0 to memper | (Select One) | & « Goto "-:-"'1[ [Select One) :]
+ See all memiers + See all forms

+ Send a group email

. Campaigns

tores + Add a new campaign
+ Add 3 new siore » (G0 to campaign [ (Select One]
+ Goto store | (Select One)

+ See all stores

Ak
e

an
—t

« Sse all campaigna




0‘0 COUNTER

€@ TOBACCO Store Audit Center
CO O rd i n ato r DASHBOARD ~ MYTEAM  STORES  AUDITFORMS  CAMPAIGNS

MY TEAM

e Enter team TEAMNFORMATION

Name: *
TRU Store Audit Team

info

Chapel Hill

States” EMAIL MY TEAM

. Ad d O r MNorth Carolina
To send a message to the active members of your team, please provide a subject and message i
Subject: *

delete team —

TEAMMEMBEF message: *

members

My Account Logout

Joseph Lee

e Email entire | = |
tea m ADD A MEMBE|

Name: *

Email:

Phone:

Status: *

@ Active

Inactive



Coordinator

0’0 COUNTER

‘0 TOBACCO Store Audit Center

¢ BU|Id d DASHBOARD  MYTEAM  STORES  AUDITFORMS  CAMPAIGNS

My Account Logout

form

AUDIT FORMS

The Counter Store Audit library includes several audit forms that are ready for you to use in your campaigns, but you are also welcome to create custom forms from

® S I t building block components. If you can’t find the right component for the audit you will be performing, please contact us and we may be able to add it to the :"-E";.;-..
e e C Have a sugpestion for questions to be added? Email us at infoi@CounterTobacco.ong.
-
modules  |ws

Name Modules & Campaigns Using # Audits Options

PY Ad d ‘- TRU Hilsborough May 2012 - . ot | Dot | Previon
items ADD AFORM

Title: *

Modules:

e Save and
L Module: * (Select 2 module t)
p rl nt ADD ANOTHER ITEM

-




0’0 COUNTER

@9 TOBACCO Store Audit Center
Te a m M e m b e r DASHEOARD MY TEAM STORES AUDITFORMS CAMPAIGNS

TRU STORE AUDIT CAMPAIGN

My Account Logout

Please choose a store by clicking on the marker on the map:

¢ CIICk On %@\- E i SE | o; [wap | satelite | Hyoria ]
=t “ ADD AND AUDIT A STORE '

i P

store to e
b egi n a U d it —Address '."g:;; wovie
Street: * @“‘5‘ gt
¢ Ad d a n d EETEI»: City: * ﬁm"j%&_%w
audit a new o T

ADDANDAUI Acting as Team Member: *

Sto re Name: * (Mone) - P
Address — |

Street: 3 T T

City: *

State/Province: *

Acting as Team Member: *
(None) -

SAVE AND AUDIT




Coming soon: audit.countertobacco.org

’0 COUNTER

" TOBACCO Store Audit Center

DASHBOARD MY TEAM STORES AUDITFORMS GAMPAIGNS

My Account Logout

WELCOME!

Tobacco companies spend more of their marketing and promotional dollars in the retail enwvironment than anywhere else. Big tobacco is
required to report their marketing spend to the Federal Trade Commission, and, according to the 2011 Federal Trade Commission Cigarette
Repor, the sixlargest tobacco companies spent $8.6 billion at the point of sale in 2008. Thatis 51,000,000 an hour on price discounts and
pbranded advertisements that prompt tobacco usage and make it harder to quit!

One first step in changing the tobacco industry presence at the point of sale is to conduct retail store audits in your community. First: use stare
audits to document the current situation. What do stores look like in your area? Count the number of advertisements, record which products are
available and where they are located in the store. Check for compliance with tobacco regulations. Mext: use your data as ammunition towards
changing policies in your community or your state.

Click here to register and start creating your own customized audit.

2 2011-2012 Counter Tobacco. All rights reserved




www.CounterTobacco.org
info@countertobacco.org u @ CounterTobacco

© 00 xWeIcome to Counter Tobacc: % |
/ -

&= C (O countertobacco.org Tk

0‘0 COUNTER
€Y TOBACCO

ABOUT WAR IN THE STORE POLICY SOLUTIONS FEATURE STORIES NEWS & UPDATES CONNECT

ARESOURCE FOR LOCAL, STATE, AND FEDERAL ORGANIZATIONS e -

WORKING TO COUNTERACT TOBACCO PRODUCT SALES AN)
n -
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Thank youl!
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